This paper provides a suggested outline for developing a risk communication organizational plan that could be used by a variety of federal, state, or private agencies. Drawing on various techniques presented in the literature and on the authors' insights, suggestions are provided as to how to formulate and convey risk messages. First, the paper provides a few risk communication fundamentals including definitions, the goal of informing vs. influencing, the importance of public participation in risk managment, building trust and credibility, the consideration of outrage, and the importance of oral and visual communications. Second, a stepwise approach synthesized by the authors is presented that can be applied in developing a risk communication program. The approach is a 13-step method based on the premise that the risk communication program should be dynamic, flexible, and involve interaction with the public at every possible step.
including: (1) educating the sponsor in regard to community attitudes; (2) educating the participants (and the public) in regard to company activities; (3) providing a forum for citizen involvement in decision making; (4) improving public support for decisions; and (5) allowing the company to deal with a small body of people rather than the whole community. However, the formation of the advisory committee must consider how representative the group is of the community, what it is accountable for, and what role it has in the decision-making process. If it is realized that citizens' advice is not taken sincerely, it can generate anger, frustration, and alienation. Limitations on citizen advisory committees are that there is no assurance that the public will accept the idea of an advisory group speaking on its behalf, that the desire to have all viewpoints represented may mean some viewpoints will be under-represented and others over-represented when compared to broader public opinion, and that advisory groups may become elitist and lose touch with their constituents (Lynn and Busenberg 1995).
Step 12: Practice
As the old cliché goes, practice makes perfect. This is especially true where presentations have to be made; during practice the presenter should include the fielding of questions so that he/she can better prepare for potentially hostile audiences. According to Morgan et al. (1992) , "one should no more release an untested communication than an untested product." The presentation or the written/visual risk messages should be tested on groups similar to the focus group before broad-based dissemination.
Step 13: Evaluate Communication Program Each risk communication effort within an overall program has to be evaluated so that improvements can be made. It can be done as a self-evaluation or by using independent evaluators.
Early evaluation of the effort allows the risk communicator to change the plan mid-stream.
However, measuring non-tangible items is not easy. It is often more evident when the effort is not working than when it is (Fisher 1991) . Each aspect of a particular communications effort must be 
